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ABSTRACT 
 
While much has been written about retail stores and the retail environment, franchises and 
organisational marketing, not much can be found on “host” organisations such as shopping 
centres and their role within the marketing mix. A unique disparity exists within shopping 
centres in that not only are they an organisation with their own brand identity and culture, but 
they also play host to numerous retailers and franchises with very clear brands and messages 
of their own.  
 
The question that is often posed to the landlord is therefore whose message or what message 
is the correct one to market to the common consumer-base targeted by both the shopping 
centre (landlord) and the tenant (retailers). When considering this, it is important to 
understand that a symbiotic relationship exists between landlord and tenant within shopping 
centres in that if a tenant is successful this will result in greater rentals for the landlord and if 
the landlord’s property is successful, i.e. popular, this will result in greater revenue for the 
tenant. Both parties therefore actively engage in marketing of their businesses and whilst the 
message is often noticeably different, what is unique is that this is often to the same 
consumer-base.  
 
Tenants in many shopping centres contribute towards centre marketing expenses as part of 
their lease agreements and as a result have certain expectations in terms of what message is 
being marketed. Shopping centres varying in size and tenant numbers make the landlords 
marketing role that much more complex and often generic messaging is employed to umbrella 
the wide offering available.  
 
This study aims at investigating the expectations held by retail tenants of their shopping 
centre landlords through the internal communications function. Corporate communication 
theory as well as public relations theory was used as a grounding.  
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CHAPTER ONE: Introduction and Background to the Study 
 
1.1. Introduction  
 
In times of recession, many businesses become more conservative in terms of expenditure, 
with marketing often considered a “luxury” item when measured against operational 
expenses. This was evidenced in research conducted by Srinivasan, Rangaswamy and Lilien 
(2005) wherein they investigated the performance of firms who do, and those who do not, 
market during times of recession.  
 
South Africa will not be immune to the effects of a looming world recession. As reported by 
Bauer (14 June 2012, SA economy headed for troubled waters, Mail & Guardian), the 
European economy is at a crossroads and the effect on South Africa is a fait accompli with 
only the extent to be determined. Marketers within organisations therefore need to be more 
innovative in order to reach the desired objectives of the business with the threat of 
increasingly limited financial resources.  
 
Within the shopping centre environment, silos exist within marketing, in that both the centre 
and their tenants market directly to the public. Very little regard is being given to collaboration 
and open internal dialogue in order to maximise opportunities. This is not uncommon in the 
structure of an organisation as Ahmed and Rafiq (2002) illustrate  
 
Many different organization structures exist in support of different companies business 
objectives. Predominantly, organizations employ hierarchical and bureaucratic structures to 
implement [communication]. Unfortunately, with extensive rules and procedures in place, 
many of the different departments operate almost independently of each other (Ahmed and 
Rafiq, 2002 p.139). 
 
In light of economic pressures, current marketing practices can be considered wasteful to the 
organisation and a more collaborative approach is needed. In order to reach this point, the 
research first aims to investigate the perceptions currently held and the practices (internal 
communication strategies) of the internal stakeholders (landlord and tenants) so as to create 
a context and a communication platform to work together moving forward.  
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In this study, three shopping centres, situated in three different regions of the country will be 
studied. All three centres belong to the same group (landlord), but due to their positions, cater 
to different audiences and therefore have different tenant mix profiles. The centres are 
situated in South Africa’s Eastern Cape, Western Cape and KwaZulu-Natal Provinces.  
 
The landlord (group) has its own culture and identity that governs its practices, whilst in many 
instances its tenancy belongs to a national group with their own culture and identity i.e. major 
anchor tenants such as Pick n Pay or Edgars within a building. These tenants may be 
governed by internal corporate protocol in terms of which centre communication, advertising 
or events they can associate with, if any.  
 
The question therefore needs to be asked whether the landlord can influence tenant 
communication so as adopt the landlord’s platforms or whether the resistance to these 
platforms is due to the tenants own corporate governance. 
 
In this regard, organisational communication, public relations theory as well as corporate 
identity and communication theory will be applied. The study aims to explore how 
communication silos can be broken down by employing organisation communication theories 
and practice. In addition, tenant expectations will be weighed against involvement and 
efficacy of internal communications to drive behaviour amongst the stakeholders.  
 
1.2. Definition of Terminology 
 
In order to aid in the understanding of the study, the following definitions are to be used for 
terms relating to the shopping centre industry as well as shopping centre marketing. 
 
• Tenant/Retail Tenant: refers to a place of business for retailing goods and will also be 
used as a noun denoting store owner, manager or employee of store/s being 
referenced.  
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• Landlord/Group: for the purpose of this study, the landlord refers to the owners and/ 
or managing agents of the shopping centre in which the tenants are housed. 
 
• Anchor Tenant: a large store, such as a department store or supermarket, which is 
prominently located in a shopping mall to attract customers who are then expected to 
patronize the other shops in the mall. 
 
• National Tenant: a store which has a presence across numerous shopping centres in 
the country. 
 
• Independent Tenant: a small business owner/store not part of a franchise or national 
platform usually centre and/ or region specific.  
 
• Franchise: a type of license that a party (franchisee) acquires to allow them to have 
access to a business's (the franchisor) proprietary knowledge, processes and 
trademarks in order to allow the party to sell a product or provide a service under the 
business's name. In exchange for gaining the franchise, the franchisee usually pays 
the franchisor initial start-up and annual licensing fees. 
 
• Foot Count/Foot Traffic: the presence and movement of people walking around in a 
particular space. Foot traffic is important to many types of businesses, particularly retail 
establishments, as higher foot traffic can lead to higher sales.  
 
• Turnover Rent/Percentage Rent: rent paid as percentage of sales, usually higher 
than fixed rent and based on tenant profitability.  
 
• Basket Size:  basket size refers to the average number of units moving in one single 
bill, usually calculated as total units sold/ number of invoices. 
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• Spend per head: spend per head refers to the average rand value of units purchased 
by a single customer throughout the shopping centre over one visit to the centre, 
usually calculated as total sales/total foot count. 
 
• Target Audience/Target Market: a target market is a group of customers that the 
business has decided to aim its marketing efforts and ultimately its merchandise and 
services towards.  
 
• Stakeholder: refers to a person with an interest or concern in something, especially a 
business. 
 
• Medium/Media: a material or base on which information is stored or transmitted. It 
may be a physical medium such as a gramophone record or a piece of paper or be 
virtual (for example, a radio carrier signal). 
 
• Customer Relationship Management (CRM): customer relationship management is 
a model for managing a company’s interactions with current and future customers. It 
involves using technology to organise, automate, and synchronize sales, marketing, 
customer service, and technical support. 
 
1.3. Research Problem/s 
 
The researchers intentions are expressed in the main and sub-problems outline below. 
 
1.3.1. Main Problem: 
 
The intention of the research is to ascertain what expectations, if any, are held by tenants and 
landlords within shopping centres regarding to the marketing function provided by the 
landlord, particularly relating to the dissemination of information internally within the 
organisation. 
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1.3.2. Sub-Problem 1: 
 
To ascertain the marketing expectations held by tenants and landlords within shopping 
centres. 
 
1.3.3. Sub-Problem 2: 
 
To determine whether internal communication policy within the organisation is enforced by the 
organisation. 
 
1.3.4. Sub-Problem 3: 
 
To determine the level of influence that the tenants’ own internal communication policy has on 
the effectiveness of the organisation communication of the shopping centre as a whole.  
 
1.4. Research Questions 
 
1.4.1. Question 1: 
 
How do the tenants of shopping centres perceive the marketing function of the centre landlord 
in terms of internal communication? 
 
1.5. Objectives 
 
Through the research conducted, the treatise attempts to reach the following three objectives. 
 
1.5.1. Objective 1: 
 
To define the internal audience being addressed by shopping centre marketers. 
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1.5.2. Objective 2: 
 
To analyse the perceptions held by tenants of the centres’ marketing strategies and its 
alignment to internal communication policy and procedures. 
 
1.5.3. Objective 3: 
 
To ascertain the expectations held by stakeholders within the organisation in terms of internal 
centre communication. 
 
1.6. The Significance of the Study 
 
All three shopping centres investigated in the study belong to the same group, yet different 
marketing styles are employed. Further influences of the regions and unique tenant mixes are 
also important to consider. Under these circumstances, a greater likelihood exists that 
multiple identities will be evident further decreasing the identification with one corporate 
identity (Van Riel and Fombrun, 2008). 
 
The idea of a singular communication methodology becomes more complex when one 
considers not only the geographical distance separating these centres, but also the ingrained 
identity of the individual tenants that make up the centres (Witting, 2006). 
 
The study will collate information that can be used to understand the relationship dynamics 
that exist between retail tenants and landlords better; in as far as expectations by both parties 
in terms of internal marketing roles and responsibilities within shopping centres are 
concerned.  
 
The research will investigate the perceptions currently held and the practices (internal 
communication strategies) of the internal stakeholders (landlord and tenants) so as to create 
a context and a communication platform in order to work together moving forward. In this 
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regard, organisational communication as well as corporate identity and communication theory 
will be applied.  
 
As the analysis deals directly with perceptions, a phenomenological view will be taken. This 
can be defined as “a philosophy or method of inquiry based on the premise that reality 
consists of objects and events as they are perceived or understood in human consciousness 
and not of anything independent of human consciousness.” (thefreedictionery, 2013)  
 
This concept of lived experience will be expounded upon in the literature review and 
methodology section of the study.  
 
The outcome of the research will identify methods to manage these expectations through the 
formulation of open internal communicative channels. 
 
1.7. Delimitation of the Study 
 
The research was conducted at three shopping centres owned by an insurance company. 
The centres are situated within the organisation’s coastal portfolio namely: Port Elizabeth, 
Pietermaritzburg and Cape Town. The size of the population comprises of 432 tenants.  A 
15% to 20% response rate was sought over multiple retail categories. A larger response is not 
necessary as up to 75% of the retailers within the organisation are nationals. Large groups of 
the tenants would therefore belong to the same franchise or retail holding company. These 
groups of tenants would therefore ascribe to the same organisational culture, policies and 
procedures.  
 
As response is voluntary, all 432 tenants were approached in order to maximise potential 
responses. The findings and methodology will be expounded upon in later chapters.  
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1.8. Conclusion 
 
Chapter One dealt with the introduction and background to the study as well as outlining key 
terms referred to within the study. The main problem was defined and the main objectives of 
the research were listed.  
 
In addition, the chapter highlighted the significance of the study as well as the parameters 
within which the research could be conducted. Research questions were developed and 
presented as a basis for the study.  
 
The following chapter will now delve into the related literature to contextualise the study and 
aid in the interpretation and analysis of the findings.  
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CHAPTER TWO: Literature Review and Theoretical Framework 
 
2.1. Introduction 
 
David and Sutton (2011) define a literature review as 
 
the selection of available documents (both published and unpublished) on the topic, which 
contain information, ideas, data and evidence written from a particular standpoint to fulfil 
certain aims or express certain views on the nature of the topic and how it is to be 
investigated, and the effective evaluation of these documents in relation to the research 
being proposed (David and Sutton, 2011, p. 54-55). 
 
 
According to Treadwell (2011), starting a research project without taking cognizance of the 
work of others is risky. There is a risk of doing research that has already been done and will 
make no new contribution to the body of knowledge. The literature review will therefore 
investigate and outline key concepts that will be covered by the research in order to create a 
context on which to continue. 
 
Various books, journals and articles as well as search engines were used to acquire the 
required information.  
 
In evaluating the current status of the research topic it was found that while voluminous 
literature on communication has been published, very little refers directly to the shopping 
centre environment as an organisation. The researcher has therefore attempted to find 
information on this discipline through scholarly as well as non-scholarly articles through 
search engines such as Google, in addition to the other mediums reviewed.  
 
The literature review attempts to summarise and evaluate the views of others within the field 
and at the same time frame how the research conducted will add to the body of knowledge 
(Treadwell, 2011, p. 45). 
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2.2. Organisational Communication and Culture 
 
Keyton (2011) aptly contends that organisations cannot exist without communication. He goes 
on to define organisational communication as “a complex and continuous process through 
which organizational members create, maintain and change the organization” (Keyton, 2011, 
p. 12). 
 
Placing this in context, one infers that members within an organisation must first communicate 
with one another to create and develop the organisation’s products or services before the 
members can communicate with potential customers and clients. As a multifaceted medium, 
organisational communication is not confined to messages within the organisation or to any 
one group, but rather to numerous groups internally and externally (Keyton, 2011). 
 
The shopping centre environment is the ideal arena to see this dynamic at play because the 
different tenants within the organisation need to communicate with their staff before dealing 
with customers. Adding to the complexity is the communication required between tenant and 
landlord to promote the centre as the overarching organisation.  
 
Hartley (2011) states that this communication is “the meaning-generating interaction between 
two systems or organisms by means of mutually recognised signals” (Hartley, 2011, p.49).  
 
An important factor that is often confused is the difference between business communication 
and organisational communication. As listed by Keyton (2011), organisational communication 
includes  
 
business communication, which includes formalised and planned messages codified in 
letters, memos, reports, websites, and advertising campaigns. Thus, business 
communication is what we refer to as the activities of leadership, supervision, decision-
making, managing conflict, hiring, firing, and so on (Keyton, 2011, p. 12). 
 
Organisational communication, however, includes informal day-to-day interaction among 
members such as gossip and socialising. The influence of this interaction cannot be ignored 
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or marginalised as it is an important and revealing factor in the shaping and sharing of cultural 
information. 
 
All persons within an organisation communicate. In a South African environment it would not 
be unusual to find colleagues within the same organisation who speak different languages 
and come from different cultural backgrounds. Personal background could therefore influence 
interpretation of communication as outlined in the transmission model.  Organisations thus 
look at organisational culture as a unifying factor to interpret its messaging in a way that 
benefits the organisation. This is seen in the definition by Clausen (2006) of organisational 
culture:  
 
an internal system of assumptions, values and norms that are held by an organization or 
nation collectively and which are relatively stable. Organizationally, culture from this 
perspective is seen as a collection of values that can be instilled, modified, or acted upon in 
order to induce desired employee behaviour and thereby ensure success (Clausen, 2006, p. 
50). 
 
Shopping centres attempt to impose a collective organisational culture onto their tenants, 
which is not always successful as argued by Miller, Jackson, Thrift, Holbrook and Rowlands in 
Shopping, Place and Identity (1998). They comment that  
 
shopping centre management methods (and contracts) are very much directed towards 
organising and unifying....much of this spectacle [is] possible by regulating tenant mix, 
signing and identification styles, common space decor, festivals, and so on. This does not 
mean, however, that they succeed in ‘managing’ the total spectacle. (Miller et al., 1998, p. 
27-28). 
 
2.3. Phenomenological Ontology 
 
The ineffectual imposition of a collective mind-set or culture is largely based on the basic 
premise of phenomenology. David and Sutton (2011) maintain that humans are conscious 
beings and their consciousness shapes their reality. They go on to state that  
 
while a stone is what it is and has no [concept] of itself, a human being is shaped by his or 
her conception of themselves. Phenomena, the appearance of things, and nomena, things as 
they really are might be separate in the physical realm… but in the realm of humans 
phenomena and nomena are intimately linked together. Self-perception, an awareness of 
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ones self, is not a perception of something separate, it is a fusion of appearance and actuality 
(David and Sutton, 2011, p. 89). 
 
This theory is supported by numerous academics including Stan Lester (1999) who describes 
the need to bracket taken for granted assumptions and usual ways of perceiving when 
gathering qualitative information in the human sphere in order to seek to explain the data. 
Further review of this concept will be addressed within Chapter Three of this study.   
  
2.4. The Agglomeration Effect 
 
According to Buruma (2012) shopping centre owners have to create value for their 
shareholders through the value of the lease contracts they sign with their tenants. The higher 
the lease value, the higher the property value. This is often determined by the fixed rental a 
tenant pays or through turnover rental, which is a percentage of the tenants’ profits. This 
creates a common interest between shopping centre owner and the tenant because attracting 
customers and to make them spend would increase the profits of both parties (Buruma, 2012, 
p. 24). 
 
Buruma (2012) comments on an important factor relating to retail space. He asserts that by 
renting space in a mall, retailers “buy” into the increased drawing power that results from a 
particular tenant mix. This is referred to as the agglomeration effect. Buruma contends that 
“the agglomeration effect is an important success factor of shopping malls. By offering the 
right tenant mix, customers get drawn into the mall and spend money, which is of interest of 
both the shopping mall owner and the retailers” (Buruma, 2012, p. 24). 
 
Supporting this theory is Rodrigue (2013) in his analysis of economic transport factors. In an 
extract from his book, Rodrigue (2013) correlates the benefits of agglomeration in an analogy 
on shopping centres. He stated that  
 
a shopping mall is composed of many unrelated commercial activities which would otherwise 
have their own location based on specific factors, such as rent, accessibility or market size. 
They substantially benefit from this clustering by sharing a common facility with many 
amenities (parking lots, public space, food courts) and having consumers combine 
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multipurpose commercial trips into one (in addition to maximize the chances of impulse 
buying, a highly profitable behaviour for retail) (Rodrigue, 2013: para.6). 
 
The right tenant mix is of growing interest to shopping mall owners, because of growing 
competition between shopping centres. These shopping mall owners need to distinguish 
themselves and their malls from competitors in order to remain competitive. This suggests 
that when competition among shopping malls is growing, the need to manage their tenant mix 
becomes of increased importance. The biggest brands with the optimal spend to income 
ratios take precedence. Buruma (2012, p. 24-25) attributes this preference particular in chain 
stores to [brand] recognition.  
 
2.5. Corporate Identity and Branding 
 
According to Vella and Melewar (2008), in Facets of Corporate Identity, Communication and 
Reputation, a relationship exists between identity and culture. He considers corporate identity 
to be a set of meanings by which a company allows itself to be known and through which it 
allows people to describe, remember, and relate to it. Corporate identity is therefore the “ways 
a company chooses to identify itself to all its publics” (Vella and Melewar, 2008, p. 9). 
 
According to Hartley (2011), by the 1980’s branding had become one of the most important 
concepts for organisations rather than simply advertising products to target consumers, 
companies have turned its attention to branding the product and themselves.  
 
In this instance, branding involves how the business wants to be perceived and with the focus 
in corporate branding being placed on how an organisation can formulate an enduring identity 
that is relevant to all its stakeholders (Cornelissen, 2008).  
  
Companies therefore brand themselves in certain ways to convey their corporate identity as a 
means of endorsing the products they stand for. According to Miller et al. (1998), in shopping 
centres the identity may be fluid as it is influenced by changes in tenant mix and through the 
need to differentiate themselves from other centres.  
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According to Buruma (2012), chain stores have the advantage in their ability to spread their 
reputation across different markets. They do so by standardising their reputation by selling the 
same products with the same service through the same marketing strategies, consumers are 
therefore more familiar with their offering. This brand recognition can be used to great 
advantage by shopping centre landlords. 
 
In a modern shopping context, consumption has become much more than the simple 
purchase of products and services. According to Buruma (2012), it has become a way of self-
expression, individual identity formation, creativity or even art. He states that  
 
consequently, consumption nowadays exists of two types of motivation: not only do 
consumers look at tangible product aspects like quality and convenience (utilitarian aspects), 
but they also look at more subjective, emotional and symbolic aspects (hedonic aspects) 
(Buruma, 2012, p. 25). 
 
Due to the ease of accessibility to numerous shopping centres in every major city, supply of 
certain products is high, Buruma (2012) states that under these circumstances the hedonic 
motivations to buy a product take the upper hand, making branding the correct message so 
much more important.  
 
This all starts internally with two major components being brand awareness and brand image. 
Employees, particularly marketers within an organisation are custodians of the brand. The 
success of how an organisation wishes its brand to be perceived, depends on how well it is 
conveyed through its stakeholders internally (Ahmed and Rafiq, 2002). 
 
2.6. Internal Communication 
 
As stated before, in order to effectively convey their message, organisations need to first 
communicate with one another within the organisation before looking externally.  Internal 
communication is also known as employee or staff communication and is the communication 
with employees internally within the organisation, which is to be distinguished from external 
communication with stakeholders such as investors or customers (Cornelissen, 2008). 
 
15 
 
Challenges posed to internal communication have seen the advent of new technologies such 
as the internet, blogging and Facebook that allow information sharing across distance without 
any real monitoring. Organisations may either view this as a hindrance or an opportunity. 
Within the study, the incorporation of new mediums will be looked at as a means to foster 
internal communication such as using the optimal medium to get the correct message to the 
desired audience within the shopping centre environment.  
 
When considering the internal communication challenges posed between tenant and landlord 
in a shopping centre the organisational communication requirements can be likened to that of 
a franchisor and franchisee in that both comprise of diverse groups bonded by capitalism. As 
examined by Davis (2004) on franchising, some of the challenges are 
 
providing timely and regionally relevant information to a diverse range of franchisees, 
facilitating business- orientated communication between franchisees; communication 
messages that demand both consistency and diversity simultaneously and creating open 
lines of communication that are inclusive of all stakeholders (Davis, 2004, p. 276). 
  
2.7. Stakeholder Communication Management 
 
This section of the literature review will look at defining who the stakeholder or target 
audience is and the means and importance of managing the interaction and communication. 
 
As Hartley (2011) states that the term “audience” originated “as a collective noun for those 
within earshot, who can ‘audit’ a dramatic performance or hear the words of a monarch or 
pope, the term audience is now used to describe a large number of individually unidentifiable 
and mutually anonymous people, usually united be their participation in media use” (2011:16). 
 
Hartley (2011) goes on to demonstrate that given the variety of the demographics of this 
grouping, the term audience allows certain characteristics to be ascribed to the group that an 
organisation is setting out to meet. Audiences are, however, considered passive as beyond 
the live event media interaction is limited and the audience can therefore not want, know, 
believe, live, or oppose anything (Hartley, 2011, p.17). 
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The research will explore whether tenants within shopping centres are being treated as 
audiences and passive absorbers of communication and to what extent interaction between 
recipient and sender is present. Social variables such as, gender, age, ethnicity, culture, etc. 
cause audiences to interact and relate in different ways with media and these variables will 
therefore need to be considered.  
 
Donaldson and O’Toole (2007) maintain that communication creates a dialogue that acts as 
an effective trust building and maintenance mechanism in a relationship. As such, patterns of 
trust and communication between people may outweigh those of the organisation. They state 
that 
 
[a person’s] relational importance is not confined to one level. It can involve many staff and 
many levels. In services companies, all staff can be direct customer contact and form part of 
a relationship… the whole range of verbal and non-verbal interaction in this situation gives 
clues as to our status and relationship with a company and whether we can trust them with 
our money (Donaldson, 2007, p. 116). 
 
They go on to warn that the absence of (two-way) communication is how conflict grows and 
leaves room for potential relational failures. The tenant being the target market, should 
therefore not be treated as a passive audience by the landlord, but rather a honed 
relationship.   
 
Customer relationship management (CRM) is an established and growing field of study and 
analysis. According to Donaldson et al. (2007), relationships are visible in the way 
organisations interact and deal with the demands of different stakeholders with whom they 
interact. They maintain that for a business to prosper the making and selling of goods within a 
business is secondary to these relationships. Gummesson (2008) advises that the “4P’s” will 
always be important and still play a role in CRM as illustrated in Figure 2.1 below: 
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Figure 2.1. A Shift in Hegemony: from the 4Ps to Relationships, Networks and Interaction 
(Gummesson, 2008, p. 325). 
 
2.8. Conclusion 
 
Expectation refers to believing that something is going to happen or believing that something 
should be a certain way.  By understanding organisational culture as well as identity and 
branding, it is believed that the study will identify ways to effectively use internal 
communication through the right medium to manage stakeholder expectations.   
 
As organisations have many stakeholder groups, communication needs to be tailored and 
target audiences identified. The research results will therefore not only aim to identify the 
audience for internal communication within shopping centres, but gather information that will 
allow segmentation in order to prioritise and target specific audiences for key internal 
messages through the correct medium. 
 
The literature review has aided in understanding these concepts as well as the limitations in 
the results to follow, due to the perceived realities of the respondents. Chapter Three will look 
at the research design and method employed to gain insights to the questions and objectives 
posited. 
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CHAPTER THREE: Research Design and Method 
 
3.1. Introduction 
 
According to Hartley (2011) “academic disciplines are constituted by their methodology – the 
ways and means they use to find things out” (Hartley, 2011, p. 171). 
 
These methods of exploration are can either be empirical or theoretical. As the basis of the 
study is an investigation and analysis of data available at a shopping centre level, an 
empirical approach was therefore used. This included quantitative data; the numbers and 
statistics that may result from content analyses and surveys as well qualitative data e.g. the 
data collected via participant observation or ethnographic methods (Hartley, 2011). 
 
To put the empirical findings into perspective, it is important to understand the research 
methodology followed. Chapter Three therefore covers the purpose and rationale for the data 
collection, the details of the research methodology and an explanation of the questionnaires 
and its administration. The researcher also acknowledges the limitations of the study, 
particularly the interpretive perspective within the qualitative study (Treadwell, 2011, p.15). 
The results will be covered in Chapter Four. 
 
3.2. The Purpose of the Research Study 
 
Research can serve many purposes, but the three most common of these are exploration, 
description and explanation. Babbie (2005, p. 88) advises that any given study can have more 
than one purpose and that is important to examine these separately. David and Sutton (2011, 
p. 12) points out that this is an important step as it assists in refining the research question to 
that of the research design.  
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3.2.1.  Exploration 
 
David and Sutton  (2011, p. 5) explains that in the absence of any prior account, exploration 
seeks to find out what is going on in a situation, this involves description, but without knowing 
in advance the full range of what will be described. This is often employed when a study is 
relatively new. While this is valuable in social scientific research, the shortcomings are that it 
seldom provides satisfactory answers to research questions. Babbie (2005), however, argues 
that this exploration could assist in developing the research method, which will provide more 
definitive answers (2005, p. 90). 
 
3.2.2. Description 
 
David and Sutton (2011, p. 11) outlines the purpose of description as seeking to capture the 
what, where, when and who of a situation, often in the absence of any prior or sufficient 
explanation. Here the researcher observes and then describes what was observed. Babbie 
(2005, p. 91) is of the opinion that when referring to social scientific studies the descriptions 
are often more accurate and precise, as scientific observation is in most instances more 
careful and deliberate than mere casual observation.  He goes on to say that in terms of 
qualitative studies where the aim is primarily descriptive, researchers go on to examine why 
the patterns exist and what they imply before making inferences. 
 
3.2.3. Explanation 
 
The third general purpose outlined touches on the two previously mentioned. David and 
Sutton  outlines explanations as  
 
[requiring] a descriptive mapping of the situation, but involve[ing] the addition of seeking to 
explain relations between the phenomena being described, in particular the possibility that 
certain features of a situation cause others (David and Sutton, 2011, p. 11). 
 
Why the study is being conducted and the way forward from here can therefore be addressed 
in the formulation of the research questions, which would help clarify what the research is 
seeking to achieve. 
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Babbie (2005, p. 111) states that at the onset of any research the purpose needs to be 
defined whether it be exploratory, descriptive or explanatory. Based on the “newness” of the 
field of shopping centre marketing the study aims to be exploratory in nature.   
 
3.3. Phenomenology 
 
According to Treadwell (2011, p. 15), social scientists believe objectivity can be brought to the 
study of human interaction by applying an instrument that can be used universally. In 
contrast, phenomenologists and ethnographers believe in the subjective influences and 
worlds of the respondents. 
 
This is supported by Smith (2013) in an online article on Phenomenology where he outlines 
that “phenomenology studies the structure of various types of experience ranging from 
perception, thought, memory, imagination, emotion, desire, and volition to bodily awareness, 
embodied action, and social activity, including linguistic activity. The structure of these forms 
of experience typically involves what (he) called “intentionality”, that is, “the directedness of 
experience toward things in the world, the property of consciousness that it is a 
consciousness of or about something” (Smith, 2013). 
 
 
The researcher has acknowledged and taken cognizance of the internal and external 
influences of the respondent’s engagement with the questions posed whilst collecting and 
analysing the data. 
 
3.4. Rationale for Data Collection 
 
As the data collected involved people’s perceptions, a triangulation approach was employed, 
which Treadwell (2011) states is the most blended design approach. Herein, a researcher 
uses multiple methods providing multiple perspectives to ensure that she has a good 
understanding of the problem. 
 
21 
 
For this study, quantitative questionnaires were used to ascertain the “who” or demographic 
profiles of the subjects being communicated with and a qualitative approach in terms of group 
or individual interviews to enquire as to the emotive and subjective aspects of the study.  
 
This mixed research method is considered to be an intuitive way of doing research and has 
grown in popularity often being referred to as the “third methodological movement” according 
to Cresswell and Plano Clark (2011). The research is able to interpret through seeing and 
hearing the statistical data (quantitative) to the personal accounts and experiences of the 
audience (qualitative). 
 
According to Cresswell et al. (2011), early definitions of mixed method designs can be defined 
as “research in which the investigator collects and analyses data, integrates the findings, and 
draws inferences using both qualitative and quantitative approaches or methods in a single 
study or a program of inquiry” (Cresswell et al., 2011, p. 4). 
 
They go on to assert that the research should contain “at least one quantitative method 
(designed to collect numbers) and one qualitative method (designed to collect words), where 
neither type of method is inherently linked to any particular paradigm”(Cresswell, 2011, p. 4). 
 
Cresswell et al. (2011) posit that mixed method research provides strengths that offset the 
weaknesses of both the quantitative and qualitative research. They argue that quantitative 
research is weak in understanding the context or setting in which people talk. Also, the voices 
of participants are not directly heard. They go on to argue that qualitative research makes up 
for this.  
 
The research in this study has therefore employed both qualitative and quantitative strands to 
best portray the study. The strand is defined as “a component of a study that encompasses 
the basic process of conducting [said] research” (Cresswell et al., 2011, p. 63). 
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This is best illustrated in Figure 3.1 below. 
 
Figure 3.1. Example of Quantitative and Qualitative Strands in a Mixed Method Study 
(Cresswell et al., 2011, p. 64). 
 
3.5. Research Design 
 
According to David and Sutton (2011), research design provides the logical framework upon 
which the research project is conducted. It enables the research question to be addressed 
through the gathering of evidence. They state that  
 
the function of a research design is to ensure that the evidence obtained enables us to 
answer the initial question as unambiguously as possible. Obtaining relevant evidence entails 
specifying the type of evidence needed to answer the research question, to test a theory, to 
evaluate a programme or to accurately describe the phenomenon (David and Sutton, 2011, 
p. 205). 
 
This was concisely summarised by Babbie (2005, p. 87) when he stated that research design 
must specify as clearly as possible what you want to find out and the best way to do it.  
 
Research design is not to be confused with research method; whilst the two are intrinsically 
linked David and Sutton (2011) states they are distinct from each other. Method refers to the 
actual technique of data collection be it self- completion surveys, interviews, focus groups, 
etc., whilst research design provides the framework for the collection and analysis of the data 
(David and Sutton, 2011, p. 204-205). 
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3.6. Research Methodology Procedures 
 
The research was conducted at three shopping centres owned by an insurance company. 
The centres are situated within the organisations coastal portfolio namely: Mall A (Port 
Elizabeth), Mall B (Pietermaritzburg) and Mall C (Cape Town). The size of the population 
comprises of 432 tenants.  A 15% to 20% response rate was sought over multiple retail 
categories. A larger response is not necessary as up to 75% of the retailers within the 
organisation are nationals. Large groups of the tenants would therefore belong to the same 
franchise or retail holding company. These groups of tenants would therefore ascribe to the 
same organisational policies and procedures.  
 
As response was voluntary, all 432 tenants were to be approached in order to maximise 
potential responses.  
 
To achieve the objectives set out in Chapter One and to find solutions to the problems and 
sub-problems, the following procedure was followed. 
 
A literature review and secondary data collection was conducted. The examination of various 
literature sources aimed at providing a framework to internal communication methods 
employed and needed. A theoretical perspective was developed to assist with the empirical 
study.   
 
According to David and Sutton (2011) “reviewing the content of literature gathered is a form of 
research in itself. It is a form of secondary data analysis, and as the content we are dealing 
with here is textual, this form of secondary data analysis is a form of qualitative data analysis” 
(David and Sutton, 2011, p. 64). 
 
Data collection comprised questionnaires and interviews as well as reviewing of documents 
(marketing strategy and business plans). The secondary data was sourced from books, 
articles, magazines and journals as well as files from the organisation.  
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The primary data was collected by means of a structured questionnaire (see Appendix A). 
The questionnaires were paper-based and had been hand delivered by each centre’s 
marketing department to owners or managers of stores. The marketing department 
representative explained the various forms and consent required. Tenants were given the 
option to return the questionnaire to the marketing department on completion. The interview 
participants were selected from the questionnaire respondents with 10 telephonic interviews 
being conducted by a marketing department staff member.  
 
All data from the initial questionnaire was captured in an excel spreadsheet to assist in the 
statistical analysis and interpretation of the feedback given. 
 
The results and recommendations derived from the findings will be addressed in Chapter 
Four.  
 
3.7. Survey Research 
 
Treadwell (2011) notes that surveys are frequently used in communication research for its 
speed and cost-effectiveness. He states that “a survey is a series of formatted questions 
delivered to a defined sample of people with the expectation that their responses will be 
returned somewhere between immediately and within a few days” (Treadwell, 2011, p. 122).  
 
Different mediums can be employed for rapid responses including phone, e-mail, internet and 
personal interviews. A number of these options were available to the researcher in the current 
research. All options barring internet were available to the researcher. Ease of internet 
accessibility was not possible for the majority of the research subjects. The researcher 
therefore employed mailing of paper-based surveys to the centre for distribution by the centre 
marketing teams as well as telephonic interviews.   
 
Personal interviews were not considered in the current research for the following reasons. 
The population was spread across three provinces. These personal interviews would have 
required extensive traveling (time consuming) and would have resulted in large expenses. 
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Due to the relatively small sample size and the accessibility through the marketing managers 
on site, it was decided not to mail questionnaires, but rather to hand-deliver them so as to 
increase the chances of questionnaires being returned. 
 
3.7.2. Telephonic Interviews 
 
Telephonic interviews have several advantages and have experienced a growth in popularity 
according to Babbie (2005), the greatest being cost-effectiveness and time. He also found 
that respondents are often more honest in giving socially disapproved answers if they do not 
have to make eye contact. Further benefits include having greater control over the interview 
and the safety of the interviewer from traveling to dangerous locations (Babbie, 2005, p. 278-
279). 
 
Given the geographical distance separating the sample group, telephonic follow-up questions 
is preferred and more cost-effective and the researcher can therefore contact people who 
would otherwise have been inaccessible.  
 
Babbie (2005) is of the opinion that this method could be hampered by the proliferation of 
bogus surveys and sales calls as well as the termination of a call mid-way through the 
interview for whatever reason (Babbie, 2005, p. 279). 
 
In the instance of this study the sample group were familiar with the organisation. The 
telephonic respondents were also chosen from the respondents who had completed the 
paper-based survey, which was prefaced by a letter of introduction.   
 
Due to the geographical distances of the three properties, telephonic interviews were utilised 
to garner more insight through the qualitative questionnaire, which was conducted after 
receipt of the quantitative questionnaire. 
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3.8.  Validity and Reliability 
 
According to Cresswell et al. (2011), an important component of all good research is to utilise 
procedures to ensure the validity of the data as well as the results and their ultimate 
interpretation. They note that “validity differs in quantitative and qualitative research, but in 
both approaches, it serves the purpose of checking on the quality of the data, the results, and 
the interpretation” (Cresswell, 2011, p. 210). 
 
Whilst there are several kinds of validity, Treadwell (2011, p. 81) breaks this down further into 
three components, namely: content validity – looks ok; Construct validity- theoretically ok; and 
criterion validity- tests ok.  
 
In this study, the researcher used content validity. Both Babbie (2005) and Treadwell (2011) 
agree that if the questions do appear to measure to a reasonable degree what they measure 
that it has face validity. Babbie (2005, p.145) defines reliability as “the quality of measurement 
method that suggests that the same data would have been collected each time in repeated 
observations of the same phenomenon” (Babbie, 2005, p. 145 & 148; Treadwell, 2011, p. 83). 
 
 
He states that tension often lies between reliability and validity, but that in any given research 
a trade-off may be needed between the two. Babbie (2005) goes on to state, that if there is no 
clear agreement on how to measure a concept, that it should be measured several times in 
different ways and that it should be measured in a way that helps us understand. 
 
Section B of both questionnaires asked questions relating to communication methods and 
models. These may at face value seem similar, but the subtle nuances as Babbie (2005) 
outlined above, aimed at reviewing the data from several dimensions to ensure the outcome 
of the theory was consistent (Babbie, 2005, p. 151). 
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3.9. Questionnaire Construction 
 
According to Babbie (2005), questionnaires are used in connection with many modes of 
observation in social research. He asserts that as an important practical skill for researchers 
“structured questionnaires are essential to and most directly associated with survey research, 
they are also widely used in experiments, field research, and other data-collection activities.” 
(Babbie, 2005, p. 260). 
 
The format of a questionnaire is just as important as the nature of the wording of the 
questions asked. Treadwell (2011, p. 125) states that the format, wording and order can all 
influence respondents answers. Time and care should therefore be taken it its construction.  
 
3.9.1. Questionnaire Format 
 
Babbie (2005, p. 260) comments that as a general rule, questionnaires should be spread out 
and uncluttered, squeezing several questions into a single line or too many onto a page 
should be avoided as this may cause the respondent to miss the question altogether. 
Abbreviations are also ill advised as these could be easily misinterpreted.  
 
One of the most common types of questionnaire formats are for a respondent to select a 
response from a series of responses by ticking a box, here Babbie (2005, p. 260) emphasises 
that adequately spaced boxes to be the best format for this purpose.  
 
The researcher has the option to use structured questions with structured or unstructured 
responses. In this instance, the researcher used a combination of the following: 
 
• Dichotomous questions: questions that offer two fixed answers to choose from. 
• Multiple choice questions with multiple answers: questions that allow for more than one 
response 
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Also the “other” category will be employed to highlight salient factors. Questions were worded 
in such a way as to allow for focus on the relevant information and to ensure that the 
respondent was able to understand all the questions. 
 
3.9.2. Contingency Questions 
 
Certain respondents may not find all the questions relevant, particularly if questions are part 
of a series of questions with one leading onto the other. Each subsequent question after the 
original questions is called a contingency question as “whether it is to be asked and answered 
is contingent on responses to the first question in the series” (Babbie, 2005, p. 261). 
 
It is important to ask contingency questions to ensure that respondents do not attempt to 
answer questions which may be irrelevant to them. Figure 3.2 below is an extract from the 
questionnaire used by the researcher to illustrate this point. 
 
 
Figure 3.2. Extract from Questionnaire 
 
3.9.3. Instructions and Administration of the Questionnaire 
 
As suggested by Babbie (2005), every questionnaire should contain clear instructions and 
appropriate introductory comments regardless of whether they are self-administered or 
conducted by interviewers. Short introductions help respondents make sense of the 
questionnaire. Following these suggestions, the questionnaire (ADDENDUM A) was pre-
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empted by a Letter of Introduction (ADDENDUM C), which briefly explained the purpose of 
the research.  
 
As participation was voluntary, no return date was requested. After an elapsed time of one 
month, the researcher did, however, check whether any further responses would be 
forthcoming.  
 
The questionnaires were sent to the centre management offices of the three centres. They 
were then delivered to all of the tenants within the shopping centre’s by a marketing 
department representative. The most senior person at the stores was requested to participate 
i.e. managers or owners.   
 
The marketing representatives were briefed by the researcher in terms of the purpose of the 
research and the construction of the questionnaires. They then acted as liaison at the sites to 
assist the facilitation and to ensure that the researcher did not lead or influence any 
responses.   
 
3.10. Population and Sample 
 
All tenants at the three shopping centres comprised of the population group for the study. This 
resulted in a total of 432 tenants within the sample.  
 
3.10.1. Response Rate 
 
Babbie (2005) defines the response rate as  
 
the people participating in a survey divided by the number selected in the sample, in the form 
of a percentage. This is also called the completion rate or, in self-administered surveys, the 
return rate: the percentage of questionnaires sent out that are returned (Babbie, 2005, p. 
271). 
 
The higher the response rate the less chance of bias according to Babbie (2005), with the 
ideal being greater than 50%. The researcher, however, qualified the required response rate 
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at the onset of the research to take into account the duplication of tenant types and owner 
groups at the centre.  
 
The initial response was slow. To improve the response rate each tenant was reminded about 
the questionnaire by telephone by the marketing department representative. At the due date a 
total of 98 questionnaires had been received at a response rate of 23%. This was within the 
acceptable scope as earlier outlined with the minimum requirement being 65 respondents.   
 
3.11. Ethical Considerations 
 
As Treadwell (2011) asserts, “Researching human communication means interacting with 
people, and there is no escaping the fact that this has ethical implications” (2011, p. 39). 
 
The social aspects of the research should therefore involve consent as it is based on data 
from people about people. Interviews of participants have met all required protocols and 
procedures for interviewing.  
 
The study ensured that informed consent was obtained from participants. They were given 
the full details of the research, including the reasons they have been chosen to participate. 
Participants’ privacy, confidentiality and anonymity were guaranteed. As outlined in the 
Belmont Report the consent process included three elements: information, comprehension, 
and voluntariness (Treadwell, 2011). Consent forms and a covering letter were provided, with 
participation in the study being voluntary. 
 
Similarly, the organisation being used for the study gave permission for access to related 
material and documents useful to the study. The organisation was assured that the findings 
will be used appropriately, as will the reporting and dissemination.  
 
It should be noted that the researcher is an employee of the organisation. To ensure the 
validity and impartiality of the research results, colleagues within the marketing department 
were used to disseminate and collate the research questionnaires and interviews.  
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3.12.  The Significance of the Research 
 
In times of recession, many businesses become more conservative in terms of expenditure, 
with marketing often considered a “luxury” item when measured against operational 
expenses. This was evidenced in research conducted by Srinivasan, Rangaswamy, and Lilien 
(2005) wherein they investigated the performance of firms who do, and those who do not, 
market during times of recession. Shopping centre marketing can only survive in the long run 
if a collaborative approach is taken with the tenants within the centres. 
 
Within the shopping centre environment, silos within marketing exist, in that both the centre 
and their tenants market directly towards the public. Very little regard is being given to 
collaboration and open internal dialogue in order to maximise opportunities. This is not 
uncommon in the structure of an organisation as Ahmed et al. (2002) illustrate.  
 
Many different organization structures exist in support of different companies business 
objectives. Predominantly, organizations employ hierarchical and bureaucratic structures to 
implement [communication]. Unfortunately, with extensive rules and procedures in place, 
many of the different departments operate almost independently of each other (Ahmed et al., 
2002, p. 139). 
 
The research therefore plays a significant role at ground level to establish the current 
practices in place at a shopping centre level between landlord and tenant and also to 
measure and monitor whether the expectations have been met. Centres are constantly trying 
to drive turnover through their tenants and the role of marketing within the paradigm is to draw 
customers to the centre. The research aims to establish whether the current practices are 
sufficient or whether additional methods need to be added.  
 
By reviewing of relevant literature and through the administration of questionnaires, the 
research attempts to evaluate the level of engagement and solutions to improved 
communication between stakeholders.  
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3.13. Conclusion 
 
Chapter Three has dealt with the research design and methodologies. Cognizance was given 
to the ethical considerations as well as the validity and reliability outlined. In the forthcoming 
chapter, the results will be discussed as a preamble to the analysis and recommendations of 
the findings.  
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CHAPTER FOUR: Results and Discussion 
 
4.1. Introduction 
 
This chapter will present the research findings in order to complete the investigation 
conducted. These findings will be correlated with the structure of the questionnaire/s.  In 
addition to reporting on the findings of the research, the chapter will also interpret them by 
discussing the findings as it relates to the following: Biographical Details, Communication 
Methods and Frequency, Centre and Tenant Marketing Practices, and Tenant Expectations.  
 
The study comprised of two questionnaires. Questionnaire A (ADDENDUM A) was divided 
into three parts: Biographical Data, Communication Methods and Frequency, Centre and 
Tenant Marketing Practices. The results were tabulated and presented in a table as well as 
bar graph format. The bar graph allowed the researcher to visually compare frequency and 
preference under the various questions.  
 
Questionnaire B (ADDENDUM B) comprises of two parts: Biographical Data, and 
Expectations. The Expectations section held eight questions. These were qualitative in nature 
and aimed at recording the opinions of the respondents. Here dominant themes have been 
identified to gain an understanding of the responses received.  
 
4.2. Biographical Details 
 
A total of 432 copies of Questionnaire A were distributed amongst the three malls 
investigated. This totals the entire malls’ tenant population.  Of these, 98 questionnaires were 
filled in and returned for analysis. Respondents to Questionnaire B were selected from 
Questionnaire A as such biographical data need not be repeated. These respondents were 
contacted telephonically and 31 offered to give further feedback. Table 4.1 shows the total 
number of questionnaires returned per mall.  
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Malls 
The number of 
questionnaires 
Mall A 28 
Mall B 35 
Mall C 35 
Total 98 
Table 4.1. Number of Returned Questionnaires 
 
The response rate is as follows: 
The total number of respondents who filled in and returned the questionnaire = 98. 
The total number of questionnaires distributed = 432. 
 
98/432x100 =22.69% 
 
The desired response outlined in Chapter One was 15%. The achieved response rate of 
22.69% is therefore within acceptable parameters.  
 
The demographic information collected from the respondents’ ascertained age, gender, 
religion, position within company, years of employment at specific store, and years of 
employment within the retail industry.   
 
    Frequency Percentage 
Mall A Male 8 8.16% 
  Female 22 22.45% 
Mall B Male 12 12.24% 
  Female 19 19.39% 
  Incomplete data 2 2.04% 
Mall C Male 12 12.24% 
  Female 23 23.47% 
  Total 98 100.00% 
Table 4.2. Categorisation by Gender 
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The aforementioned table shows the number of respondents from the three malls. Of the 
combined average, the female staff members comprised 65.31% of the respondents. The 
above trend showed a noticeable female bias, which is in keeping with the tenant profile of 
the malls, with all centres housing strong female fashion components. The biographical 
details on two of the questionnaires was not fully completed and therefore inconclusive. This 
comprised of 2.04% of the responses.  
 
 
Figure 4.1. Age of Respondents 
 
Figure 4.1 portrays the age of respondents, listing the youngest, oldest and average. The 
median was calculated as the average difference between the oldest and youngest, whereas 
the average represents the total age divided by the entire sample population.  The vast 
difference in age can be attributed to owner run businesses versus youth chain brands, which 
employ younger staff to speak to their target audience.  
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Religion Frequency Percentage 
Christian 59 60.20% 
Muslim 18 18.37% 
Hindu 14 14.29% 
Jewish 0 0.00% 
Other 4 4.08% 
Undeclared 3 3.06% 
Total 98 100.00% 
Table 4.3. Religion of Respondents 
 
Table 4.3 shows the proportion of respondents by religion. Out of 98 respondents 59 or 
60.20% were Christian. The sample is representative and reflective of the geographical areas 
in which the malls are situated, namely Port Elizabeth, Cape Town and Pietermaritzburg.  
 
Position in company Frequency Percentage 
Owner 9 9.18% 
Manager 58 59.18% 
Assistant Manager 11 11.22% 
Managerial staff 14 14.29% 
Other 6 6.12% 
Total 98 100.00% 
Table 4.4. Position Held by Respondent in Store 
 
The above Table 4.4 reflects sample size as per the seniority of the respondents within the 
stores.  The most senior staff on site was identified as decision-makers for their particular 
business and the target to which landlord communique would be addressed. Managers 
comprised 59.18% of respondents and owners 9.18% of respondents.  
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Years in Industry Frequency  Percentage 
>0 -1 year 10 10.20% 
1 to 5 years 19 19.39% 
6 to 10 years 26 26.53% 
11 to 15 years 19 19.39% 
16 to 20 years 12 12.24% 
<20 years 11 11.22% 
Not declared 1 1.02% 
Total 98 100.00% 
Table 4.5. Work Experience in Retail Industry 
 
Based on the figures in the table above, the majority of respondents had more than five years’ 
work experience at 69.39%. In addition, comparing this to the experience at their current store 
as outlined in Table 4.6 below, 43.88% had more than five years’ experience in their present 
position. Respondents could therefore be considered knowledgeable about the retail industry 
as well as mall practices. 
 
Years employed at store Frequency  Percentage 
>0 -1 year 23 23.47% 
1 to 5 years 27 27.55% 
6 to 10 years 26 26.53% 
11 to 15 years 11 11.22% 
16 to 20 years 4 4.08% 
<20 years 2 2.04% 
Not declared 5 5.10% 
Total 98 100.00% 
Table 4.6 Work Experience at Current Store 
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4.3. Communication Method and Frequency  
 
Part two of Questionnaire A addressed the communication methods and frequency required 
at the malls. This was to ascertain the expectation in terms of the communication 
requirements between landlord and tenant. The following results, as per the first six questions 
within the questionnaire will be represented in tabular and graph format.  
 
In Figure 4.2 below, the following question was posed: Do you wish to receive information 
from centre management on marketing promotions, campaigns and advertising? 
Mall A Mall B Mall C Total
Yes 28 35 34 97
No 0 0 1 1
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Figure 4.2. Question 1 
 
As per the above figure, the vast majority wished to receive communication from the landlord. 
The form of this communique will be addressed in the forthcoming questions.  
 
In Table 4.7 the respondents had to select a response based on the following question: With 
reference to the previous question, how often do you wish to receive communication? 
 
Table 4.7 below therefore shows the preferred frequency of communication respondents 
wished to receive. In the survey responses a number of respondents selected multiple 
options, with the majority feeling that monthly communication was sufficient. In instances of 
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multiple selections, “as applicable” was chosen in addition to the frequency selected showing 
that relevant information would be accepted more frequently. The multiple selections resulted 
in more responses recorded than respondents as illustrated.  
 
  Mall A Mall B Mall C Total Percentage 
Daily 0 2 2 4 3.77% 
Weekly 9 16 7 32 30.19% 
Monthly 16 9 15 40 37.74% 
As Applicable 10 9 11 30 28.30% 
        106 100.00% 
Table 4.7. Question 2 
 
 
Figure 4.3: Question 3: In what format do you wish centre management would communicate 
with you? 
 
The preferred medium of communication highlighted in Figure 4.3 above was e-mail, followed 
by bulletins, face-to-face and telephonically. These mediums point to those which would be 
the most informative being preferred as more detail could be conveyed.  
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Figure 4.4 Question 4: In turn how would you wish to communicate to centre management? 
 
Similarly to the views expressed in Figure 4.3, the mediums that would convey the most 
information were selected as the preferred methods of communication from the tenants to the 
landlord, with e-mail as the most preferred for both.   
 
 
Figure 4.5 Question 5: Do you share centre communiqué relating to promotions, campaigns 
and advertising with your staff? 
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In Figure 4.5 it illustrates that communique is being shared with staff within stores. It can be 
inferred that the landlord’s communication in so far as promotions, campaigns and advertising 
is thus reaching the majority of the mall employee population. 
 
 
Figure 4.6. Question 6: Does your store have an internal communication policy in place? 
 
Though a high response indicated an affirmative in terms of having communication policies in 
place, a high prevalence on no responses was received for this question as shown in the 
above table. The researcher surmises that a flaw in the questionnaire structure is a 
contributing factor as the bullets blended with the previous question as an option and not a 
“standalone” question. This is illustrated in the following Figure 4.7:  
 
 
Figure 4.7. Questionnaire Flaw.  
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4.4. Centre and Tenant Marketing Practices 
 
Part three of Questionnaire A addressed the centre and tenant marketing practices with an 
aim to ascertain the preferred mediums of communication and the respondents’ willingness to 
engage and participate through said mediums.  
 
 
Figure 4.8 Question 7: How often should the centre run marketing promotions, campaigns or 
advertising? 
 
Monthly followed by weekly campaigns would be most preferred as shown above.  
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Figure 4.9 Question 8: Do you wish to participate in centre marketing promotions, campaigns 
and advertising? 
 
A total of 82 respondents or 83.67% stated that they would participate in marketing initiatives. 
It can therefore be reasoned that to these respondent’s there is a perceived value in 
participating. A correlation can be made by those who declined with those tenants who 
already have extensive marketing programmes in place as seen in Figure 4.15.  
 
 
Figure 4.10 Question 9: How often would you participate in marketing promotions, campaigns 
or advertising? 
Never Once Two or moretimes
All applicable to
store Not selected
Mall A 3 1 7 16 1
Mall B 4 3 6 19 0
Mall C 0 2 6 26 0
Total 7 6 19 61 1
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As indicated in Figure 4.10, participation would largely be dependent on the relevance to the 
particular store.  
 
Mall A Mall B Mall C Total
Yes 21 29 31 81
No 6 5 4 15
Not selected 1 1 2
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Figure 4.11 Question 10: Do you feel that centre management marketing should market your 
store? 
 
A total of 82.65% or 81 respondents felt that centre management should be marketing their 
stores. As in Figure 4.15 a similar correlation can be made by those who declined feeling they 
were sufficiently marketing their stores themselves.   
 
Internally
to other
tenants
Court
Space
In-centre
Posters Website
Social
Media Newsprint Radio
Mall A 8 9 19 19 19 8 10
Mall B 3 9 18 16 17 17 6
Mall C 12 14 24 19 15 23 16
Total 23 32 61 54 51 48 32
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Figure 4.12 Question 11:  If yes, in what way should centre marketing market your store? 
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The marketing medium most selected related to visibility that could most quickly draw 
shoppers attention to their stores with the greatest ease of access i.e. shoppers already in 
centre would be led to stores, this can be seen in Figure 4.12. This was followed by web and 
social media platforms, which could also be accessed instantly regardless of where the user 
was.  
 
 
Figure 4.13 Question 12: Would you be willing to pay for this service? 
 
Figure 4.13 measures the tenants’ willingness to pay for marketing services. The majority of 
tenants indicated that they would not be interested in paying for any additional service. In the 
qualitative study to follow the reasoning for this was that they felt they already paid sufficient 
rent for the landlord’s assistance. Greater value was placed on external adverting as a 
medium to draw feet from outside of the centres into the centres for tenants to capitalise on. 
Tenants feel that their window displays are adequate means of drawing shoppers. This is 
seen in the high frequency selected in Figure 4.15.  
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Figure 4.14 Question 13: Do you advertise/market your store? 
 
Figure 4.14 indicates that 86.73% of tenants market their stores. This also indicates that the 
remaining respondents rely on the landlords marketing to drive awareness of their 
businesses.  
 
Window
Displays
Newslet
ters
Catalog
ues
Newspri
nt Radio
Social
Media Website E-mail SMS Other
Mall A 15 4 10 6 6 9 13 7 9 1
Mall B 18 4 12 16 10 16 18 14 11 9
Mall C 25 7 11 13 10 12 26 9 17 10
Total 58 15 33 35 26 37 57 30 37 20
0
10
20
30
40
50
60
70
Fr
eq
ue
nc
y
Question 14
 
Figure 4.15 Question 14: Where do you advertise/market your store? 
 
As can be seen above, 59.18% or 58 tenants feel that window displays are a form of 
marketing for their business. As the highest frequency selected followed by the social, sms 
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and web platforms one can deduce that free or low cost mediums are preferred if the tenant 
has to carry the expense. In terms of paid for media, newsprint followed by catalogues 
received the highest selections. This is largely driven by national tenant advertising and is in 
most instances not store specific.  
 
 
Figure 4.16 Question 15: How frequently do you advertise/market your store? 
 
Figure 4.16 expresses the frequency of tenant run advertising and marketing. Here one can 
see that monthly and campaign specific advertising is preferred. In instances, daily or weekly 
marketing one can deduce as per Figure 4.16 that this is in reference to the free and low cost 
mediums.  
 
4.5. Expectations held by Tenants 
 
This section of the chapter will address the qualitative feedback received in part two of 
Questionnaires B regarding tenant expectations. Questions were left open-ended to allow 
respondents to give their views based on their experiences with the landlords marketing 
function.  The respondents were asked eight questions and followed on the feedback given in 
Questionnaire A.  
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Based on the feedback given the following themes are evident: 
 
• Roles and Responsibilities 
• Corporate Hegemony and Stakeholder Communication; and 
• Customer Relationship Management 
 
These themes could be found in all three of the centres respondent groups. These will be 
discussed in the following section. 
 
4.5.1. Roles and Responsibilities 
 
With reference to phenomenological approaches, the human experience is subjective in 
nature. Respondents’ interpretations, engagement and acceptance of the centres marketing 
is based on their own perceptions, feelings and experiences. 
 
Added to this there is a role for marketing and the marketer within the organisation. Steyn and 
Puth (2000, p.14) have outlined that in an organisational setting the concept of role refers to 
the standardised patterns of behaviours required of individuals in specific functional 
relationships i.e. thorough roles, organisations express expectations.  
 
At a shopping centre level, the marketing and practitioner function fulfils a communication 
facilitator role.  This role can be linked to the two-way symmetric model of corporate 
communication and can be described as  
 
a go-between, interpreter, or communication link between management and 
stakeholders…they are liaisons and mediators who keep continuous two-way communication 
flowing between the organisation and its stakeholders (Steyn and Puth, 2000, p. 15). 
 
 
In the context of this study, responsibility could be likened to the marketers function within the 
organisation, as it is the marketer’s responsibility to execute said functions. Here Steyn and 
Puth. (2000) state that corporate communication has two functions namely those of “mirror” 
and “window”. 
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The mirror function refers to the monitoring of relevant environmental developments and the 
anticipation of their consequences to the organisation’s policies and strategies, whereas the 
window function refers to the preparation and execution of a corporate strategy and policy, 
resulting in messages that portray all facets of the organisation. Here the manager is 
responsible for implementing communication plans or campaigns directed at the 
organisations stakeholders through the window function or external representation function 
(Steyn and Puth, 2000, p. 219 -22).  
 
The below Table 4.8 indicates the organisation’s employee key performance indicators across 
its portfolio for the role of marketing manager: 
 
Key 
Responsibilities 
Strategy 
 Identify media and publicity opportunities. 
 To action surveys on each marketing campaign. 
Operational 
 To develop the annual Marketing Plan in alignment with the annual 
Marketing Strategy. 
 To plan all logistics and deliver on all marketing campaigns as defined in 
the annual Marketing Plan.  
 To develop, action and drive the Tenant Liaison Programme.  
 To develop, action and drive the CSI Programme for the Centre. 
 To ensure that all internal and external branding elements are installed 
timeously and effectively. 
 To develop and implement an annual PR strategy aligned to Marketing 
Plan. 
 To action and drive the Programme to increase gift card sales. 
 To support and manage the Customer Services Desk. 
 Events planning, organisation and execution. 
 Supervise installation of all non-GLA activities to align with marketing 
strategy and brand essence. 
 To attend management and development meetings.  
 Manage and drive website usage and content. 
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 Assist in the implementation / administration of the annual Research 
project. 
Administration  
 To maintain an updated marketing database. 
 To maintain accurate minutes of all marketing meetings. 
 To maintain an updated asset register. 
 To submit detailed monthly reports and measurements on approved 
template. 
Financial 
 To develop and manage the annual budget in terms of the annual 
Marketing Plan. 
 To maintain accurate monthly reconciliation of spend.  
 To manage suppliers and raise quotes.  
 To manage petty cash.  
 To process all invoicing. 
Brand 
 Involve key stakeholders at each stage of campaigns, and report results 
once completed. 
Customer 
 To manage and drive the Tenant Excellence Awards Programme.  
 To manage and drive Tenant Training. 
Supplier 
 Lead agencies and internal team members where appropriate to execute 
all communication activities and public relations (marketing materials, 
advertising, client communications, direct mail, marketing campaigns, 
press releases, content for trade publications, etc.)  
Table 4.8. Organisations Marketing Manager KPI Document 
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The following question was posed to the participants: “Please describe in your opinion 
what the role of marketing in shopping centres is?” 
 
The diversity of the following responses in Table 4.9 illustrates the above theme: 
 
Participant Comment 
1  Marketing in shopping centres create an impulse for shoppers to visit 
those stores being marketed in a shopping centre. 
2  Increase foot traffic and sales in centre. 
3  Advertising and promotions. 
4  To help tenants by marketing them. 
6  Has tenant meetings and send out tenant bulletins. 
7  To increase awareness of shopping centres and the stores within 
them. 
8  To inform tenants about campaigns/competitions/happenings in the 
centre. 
9  To attract clientele into the centre so that the retailers can benefit from 
it. 
10  To create awareness of the centre, improve/increase foot traffic, 
thereby increasing turnover/sales. 
13  It is to give an image (positive image) to everyone that comes into the 
mall and to bring customers into the stores because the mall is 
because of the stores and the stores are because of the customers. 
14  To promote events and campaigns. 
15  To create brand awareness of your store and increase foot traffic in 
your store. 
16  To attract prospective customers to the centre. 
17  To attract more customers from different demographics. 
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18  To ensure that people are drawn to the centre by means of lucrative 
marketing, specials, and events. 
19  To promote the stores as well as advertise whenever there are any 
promotions. Advertise in the mall any special occasions such as 
valentines, mother’s day etc. each store should be given a free chance 
of advertising by the marketing department. 
22  Advertising – bringing customers to stores. Boosting sales. 
23  Make tenants and customers aware of stores the mall has. 
24  Making customers aware of what products and services are available. 
25  To enable shoppers with a variety of promotions. 
26  To promote business and entice customers. 
27  To promote the centre in order to drive foot traffic. 
29  To make people come to the mall, make the stores look good. 
30  Giving out pamphlets to customers, advertising on TV and making 
customers aware of promotions. 
Table 4.9. Roles and Responsibility 
 
Through the above, the researcher could ascertain that while the tenants understood that 
marketing’s primary functions was to market the centre as a whole to draw foot traffic to the 
centre for their benefit, the expectation was far more egocentric in that they wished for 
individualised marketing of their stores as well.  
 
4.5.2. Corporate Hegemony and Stakeholder Communication 
 
Cornelissen (2011, p. 44) maintains that various stakeholders within an organisation need to 
be identified and addressed for the stake they hold. He concedes that while the different 
groups may often be at odds with one another, it is important for the communications 
practitioner to build a strong relationship with each store across all exchanges. Stakeholders 
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and their need levels should be identified. This is expressed in the following figure of the 
stakeholder salience model: 
 
Figure 4.17. Stakeholder Salience Model 
 
For the purpose of this study, three groups have been identified from the above model. 
Cornelissen (2011) defines these groups as follows:  
 
Dominant stakeholder: those who have both powerful and legitimate claims, giving them a 
strong influence on the organization…Dependant stakeholders: Those who lack power, but 
who have urgent, legitimate claims. They rely on others for the power to carry out their will, at 
times through the advocacy of other stakeholders…Definitive stakeholders: Those who have 
legitimacy, power and urgency (Cornelissen, 2011, p. 47). 
 
This third group wields the most influence and as such communication practitioners and other 
manager have a responsibility to give their claims priority attention.  
 
Within a shopping centre marketing communication context, tenant’s employees/managers 
can be considered the “dependant stakeholder”, their own head office/owner structures would 
be considered the “dominant stakeholder” and the landlord in this instance would be the 
“definitive stakeholder”. 
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When posed the question “How do you feel centre marketing should be assisting your 
store?” followed by “Would you be willing to pay for additional marketing assistance?”, 
the following responses in Table 4.10 outlined this relationship: 
 
Participant Comment 
2  Depends on the decision taken by head office. 
10  Consult our marketing, we wouldn’t mind as long as it brings a positive 
impact on our turnover. 
11  Not sure- I think this is something that would have to be authorised by 
Head Office, but if we had to push from a store level, we would as the 
assistance would be valuable. 
13  Yes, if my head office allowed. 
15  As a store manager I would, but my head office wouldn’t. 
21  As a store manager I would like assistance, but company does not 
allow. 
Table 4.10. Corporate Hegemony 
 
Hegemony is defined as “the social, cultural, ideological, or economic influence exerted by a 
dominant group” (Merriam-Webster, 2013: para. 1). In the above table a clear correlation can 
be drawn in terms of the stakeholders and the hegemonic structures of their organisations. At 
a centre level, little influence is wielded if not supported by top structures. Communication 
practitioners within shopping centres therefore need to communicate with all levels within the 
organisation to be effective.  
 
As Cornelissen (2011) states the need for companies to manage relationships with 
stakeholders is, both in theory and practice, one of the main purposes of corporate 
communication (Cornelissen, 2011, p. 39). 
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4.5.3. Customer Relationship Management 
 
Aptly put by Wilcox and Cameron (2006) 
 
customer service, in many respects, is the front line of public relations…traditionally, 
customer service has been separate from the communication or public relations function in a 
company…Increasingly, however, corporations are releasing the customer relations serves 
as a tell-tale public relations barometer (Wilcox and Cameron, 2006, p. 453 -454). 
 
Communication and building relationships is at the forefront of the promotion of customer 
service. Gummesson (2008) describes relationship marketing as the interaction in networks of 
relationships and considers CRM to be the techniques to handle these relationships in 
practice (Gummesson, 2008, p. 5-6). Gummesson (2008) defines CRM as “the values and 
strategies of RM-with special emphasis on the relationship between a customer and a 
supplier- turned into practical application and dependant on both human action and 
information technology” (Gummesson, 2008, p. 7).  
 
Donaldson et al. (2007) and Gummesson (2008) cautions, however, that CRM is part of a 
business solution and not a technological fix.  In order for CRM to be effective a cross-
functional approach is needed that involves technology as well as interactive marketing or 
face-to-face marketing (Donaldson et al., 2007, p. 129; Gummesson, 2008, p. 333). 
 
The following question was aimed at addressing the gaps in communication within the 
organisation: “How would you wish the landlord to improve the level of communication 
to your store”. In Table 4.11 the following opinions were expressed: 
 
Participant Comment 
2  Memos and word of mouth- store visits carries a lot of weight. 
3  Communicating through a circular or e-mail would show concern for the stores 
at the mall. Our differences and concerns should be an important factor to the 
landlord. 
4  E-mail, telephonically, newsletters. 
7  More face-face. 
8  Please communicate via e-mail. 
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10  At least visit the store once every two weeks to check if there are any 
concerns. 
11  An additional sms or e-mail. 
12  Managers need to be e-mailed immediately of changes/alerts.  
13  Send an e-mail to the shop letting us know what’s happening we will have this 
on computer at all times. 
14  Send out an e-mail with every campaign put out, so the tenant knows what’s 
going on in the mall. 
17  Have more tenant meetings. 
21  I am satisfied with the level of communication as we are up-to-date. 
23  Personal visits. 
24  The landlord has already improved by using sms’s and e-mails to communicate 
with us. 
26  Satisfied with current levels, but the landlord could look at using e-mail as 
means of communication. 
Table 4.11. CRM 
 
The strong request for electronic mail as well as face-to-face engagement proves that CRM 
has a role to play within the organisation.  
 
4.6. Conclusion 
 
Chapter Four has stated the findings of both the quantitative and qualitative data collected. 
Themes were observed and commented on as well as initial thoughts and analysis to the data 
presented.  
 
At the onset of the study the objectives were defined, these included defining the internal 
audience, analysing perceptions and ascertaining the expectations. In answer to this, the 
chapter began by placing the biographical data in context, thereafter through analysis, 
perceptions and expectations were ascertained. 
 
In Chapter Five, the outcomes will be discussed in more detail, with a conclusion and 
recommendations being made.  
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CHAPTER FIVE: Discussion, Conclusions and Recommendations 
 
5.1.  Introduction 
 
In order to address the research objectives outlined in Chapter One, this chapter will discuss 
the findings presented in Chapter Four with thought being given to the literature reviewed in 
Chapters Two and Three. The chapter is designed to integrate the results under four sections 
drawn from the questionnaire so as to correlate to the initial objectives. These are as follows: 
 
Section A: Biographical Data 
Section B: Communication Method and Frequency 
Section C: Centre and Tenant Marketing Practices 
Section D: Expectations held by Tenants. 
 
Through the above, conclusions and recommendations will be made.   
 
5.2.  Analysis, Discussion and Recommendations of the Results of the Study 
5.2.1. Section A: Biographical Data 
The biographical data collected sought to establish who the internal target audience was that 
the shopping centre marketer would primarily be addressing. From the findings a female bias 
was evident at all three centres. This trend is supported in the industry as well as through 
literature. In Shopping Place and Identity (1998) the authors noted that gender and sexuality 
are important aspects of shopping, with shopping being equated to women (Miller et al., 1998, 
p. 11-13). They noted that as of the nineteenth century, women became predominate on shop 
floors as shop assistants. They do note that post war, there has been an increase in 
participation of men in the shopping experience and that this is largely restricted to technical 
and electrical goods.  
The diversity of age, religion and experience was in keeping with the organisational culture 
and communication touched on in the literature review. The literature also indicated that in 
dealing with such a broad audience, individual perceptions would need to be considered.  
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The older respondents naturally held the most work experience with the owners of stores 
mainly falling into this category. Respondents’ religions were in keeping with the geographical 
areas in which the centres are situated.  
The researcher therefore recommends that in order for shopping marketers to effectively 
communicate with such a diverse group, communication must be tailored to their needs and 
expectations. This will be covered in Section D. It is also recommended that a review of the 
entire centre tenant population is conducted i.e. recording of all store manager and owner 
details. While review of the respondents gave a fair indication of trends, when engaging in 
human interaction no two people are alike and subjectivity and preference comes into play. 
Understanding the audience will greatly aid in the effective management of communication. 
The researcher also feels that it is prudent to mention the landlord as part of the audience 
being addressed. The centre marketer acts as the conduit between landlord and tenant as far 
as marketing communication is concerned. It could therefore be inferred that tenant feedback 
is filtered back to the landlord.  
The research questionnaires concentrated on recording the biographical details of tenants. 
The biographical details of the landlord’s employees i.e. centre management teams were 
therefore not taken into consideration. Objective one, to define the internal audience being 
addressed by shopping centre marketers, was therefore only successful in terms of 
downward communication from landlord to tenant. 
The implications of this was expressed within the literature review when looking at the 
premise of phenomenology as well as when reviewing corporate identity and branding. The 
literature reviewed that as a member of the communication, the landlord would instil its own 
identity on the messaging, and moreover, the employees drafting the message would have an 
influence on the style and content (Vella and Melewar, 2008; Cornelissen, 2008). 
These gaps within the current study could form the basis for further in-depth research, with an 
emphasis on the landlord and their needs in terms of the shopping centre marketer and 
internal communications.  
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5.2.2. Section B: Communication Methods and Frequency  
An examination of the results of questions geared towards recording methods and frequency 
revealed that the vast majority wished to receive communication from the landlord. 
Respondents felt they wished to receive information pertinent to their stores and it could be 
deduced that the frequency preferred would be based on the relevance to the respondents.  
By far, the most preferred medium of communication was e-mail. According to Rensburg and 
Cant (2003, p. 214) the reason for the popularity can be attributed to eight factors: 
• Affordability: e-mail is considered cheaper than telephone. 
• Place: the recipient is not tied to a physical place. 
• Format: the digital format allows the recipient to cut and paste content as required. 
• Avoiding the gatekeeper: managers often access their own mail and it is not filtered 
through a store assistant or secretary. 
• Communication processing: the power of deciding when and if they want to read the 
mail belongs to the recipient. 
• Mailing lists: e-mail allows you to create mailing lists and to send standard 
correspondence to a number of recipients. 
• Interactivity: e-mail contains a sufficient degree of interactivity and allows you to 
include links and multimedia messaging for further information. 
• Management: filing and storage as well as quick retrieval of data is simple and 
efficient.  
The deduced expectation from this analysis is that tenants wish to be communicated to in a 
timely manner with information that is relevant to their store and through a medium that gives 
them a sense of control. This partially addressed objective three of the research which was to 
ascertain the expectation held by stakeholders within the organisation in terms of the internal 
centre communications.  
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Similar limitations within the study as expressed in Section A is evident, in that the landlord as 
stakeholder themselves are not taken into consideration.  
The researcher therefore recommends as part of the data collection recommended in Section 
A above, that the e-mail contact details are obtained of all store managers and owners as a 
means of communication. Further to this and in so far as possible, it is also recommended to 
obtain the e-mail contact details of the regional and head office representatives of the stores 
to keep them abreast of centre developments. As timeliness is not always guaranteed through 
e-mail medium, it is recommended that matters that require immediate feedback or attention 
be followed up with face-to-face or telephonic contact 
It is also recommended that the landlord share with its employees the standardised methods 
of communication to ensure consistency regardless of who is addressing the tenants. This 
should include the frequency and method of communication with critical communication being 
the exception i.e. weekly e-mail updates from the landlord to tenants.    
5.2.3. Section C: Centre and Tenant Marketing Practices 
This section focused on respondents’ willingness to engage and participate in centre-run 
promotions and the preference of advertising these through different communication 
channels. Here a correlation could be drawn between the corporate identity and branding of 
the responding stores and that of the centres in which they are housed. The relationship 
would be reciprocal in that the landlord also benefits from the brand recognition of the tenants 
participating (Buruma, 2012, p. 26). 
A large number of tenants indicated their willingness to participate in centre run initiatives 
provided those initiatives are applicable to their store. They would be leveraging off of the 
centre advertising platforms with minimal expense. This was corroborated through the 
selection of mediums for marketing of their stores.  
Further to this, recognition must be given to both the agglomeration effect and herding effect 
created by the association of linking centres and tenant brands. Herding is a concept Herb 
Sorensen (2009, p. 76) used to describe the movement of shoppers within stores due to the 
layout and placement of products and advertising. Through both internal and external 
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mediums shoppers would be drawn to the participating brand due to its affiliation and 
placement on marketing collateral. Awareness and hopefully engagement is thus created.  
A surprising result was the low number of tenants willing to contribute financially to centre run 
promotions after expressing a keen interest to participate. This could be attributed to the 
sense of entitlement felt by tenants as a result of paying rent as well as that many stores are 
already actively marketing themselves and centre collaboration could be seen as an added 
expense. Added to this, the researcher found that many of the platforms tenants chose to 
advertise through were either free or low cost, giving credence to economic pressures also 
influencing their decision.  
Based on the overall finding pertaining to centre and tenant marketing practices, the 
researcher recommends that the landlord offer cost-effective and/or free marketing 
opportunities for tenants to participate in. The long-term benefits as well as benefits of 
association would be in the landlord’s interest as successful campaigns would lead to 
stronger performing stores and in turn greater spend within the centres. The researcher also 
recommends that tenants be given an opportunity to advertise on the landlords various 
platforms i.e. website, in-centre posters and social media.    This could be reciprocated on the 
tenants own platforms through the mentioning of the locations of the stores at particular 
centres. This directly benefits the store by drawing foot traffic to the centre. 
Objective two which was to analyse the perceptions held by tenants of the centres marketing 
strategies and its alignment to internal communication policy and procedures has been 
addressed. Further scope remains for more detailed study of the internal communication 
policies and procedures.  
5.2.4. Section D: Expectations held by Tenants 
Expectations were gauged through open ended questions and through the use of themes the 
data collected was analysed. The dominant themes expressed were:  
• Roles and Responsibility 
• Corporate Hegemony and Stakeholder Communication; and 
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• Customer Relationship Management 
Through the understanding of the above themes the researcher could deduce that the 
expectation held by the tenant was for centre marketing to assist in the marketing of their 
stores so as to increase their turnover and overall store performance. With the exception of 
owner run stores, not much decision-making power existed in so far as centre marketing 
participation was concerned. Thus, even if a willingness to participate and engage existed, 
the corporate hegemonic structure of the tenant did not allow for it. 
The researcher found that current practices within shopping centre marketing prescribe to the 
public information model of communication in that information was largely distributed one-way 
and informative rather than inclusive (Wilcox and Cameron, 2006, p. 63). In the context and 
needs of a shopping centre marketer, the two-way asymmetric model would be more 
beneficial as “the purposed of the model is to help the communicator better understand the 
audience and how to persuade it” (Wilcox and Cameron, 2006, p. 63). 
Through CRM, the researcher recommends that the landlord engage with the tenants on an 
on-going basis. The silos within the centres need to be broken and more interaction is needed 
both official and in terms of fostering the relationship. As indicated by a respondent… “at least 
visit the store every two weeks to check if there are any concerns”.  
Objective three was to ascertain the expectations held by stakeholders within the organisation 
in terms of the internal centre communication. Whilst section D addressed this, influencing 
factors were noted by the researcher through the biographical data collected. 
 
5.3. Conclusion  
 
At the onset of the chapter, reference was made to the objectives of the study, to summarise, 
these were to define the internal audience; analyse the perceptions held by tenants; and to 
ascertain the expectations held by stakeholders. Through the analysis of the data in Chapter 
Four and the discussions and review in Chapter Five, the researcher concludes that these 
objectives have been met. 
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Limitations within the data collected have been noted and areas for future research will be 
recommended based on these.  
 
 5.4.  Areas for Further Research 
 
As a relatively new field, much can still be learnt from the shopping centre marketing 
environment in both social and economic sciences. Further study of the literature as well as 
review of the internal dynamics that exist within these organisations is recommended. This is 
with a view of finding practical applications for best practices to benefit both the landlord and 
the tenant.  
 
As indicated within this chapter, gaps within the study were identified in that further analysis is 
needed of the landlord itself as a member and participant within the centre communication 
and marketing function. 
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ADDENDUM A: SAMPLE QUESTIONNAIRE A 
Questionnaire 
Part 1 – Biographical Data (Please Print) 
Store Name:......................................................... 
Age:......................................................................  Gender:  Male/ Female  
Religion:   Christian Muslim  Hindu  Jewish  Other 
Position in Company:................................................................................................................... 
Years employed with company:................................................................................................... 
Years working within the industry:............................................................................................... 
Part 2 – Communication Methods and Frequency 
• Do you wish to receive information from centre management on marketing promotions, 
campaigns and advertising? 
  Yes 
  No 
• With reference to the previous question, how often do you wish to receive 
communication? 
  Daily 
  Weekly 
  Monthly 
  As applicable 
• In what format do you wish centre management would communicate with you? (Tick all 
which apply) 
  Bulletins 
  SMS 
  E-mail 
  Facebook 
  Twitter 
  Telephonically 
  Face -to –Face 
  Intranet 
• In turn how would you wish to communicate to centre management? (Tick all which 
apply) 
  In Writing 
  SMS 
  E-mail 
  Facebook 
  Twitter 
  Telephonically 
  Face -to –Face 
 
 
  Intranet 
• Do you share centre communiqué relating to promotions, campaigns and advertising 
with your staff? 
  Yes 
  No 
  Does your store have an internal communication policy in place?  
  Yes 
  No 
Part 3 –Centre and Tenant Marketing Practices  
 
• How often should the centre run marketing promotions, campaigns or advertising? 
  Never 
  Weekly 
  Monthly 
  Quarterly 
  Once a year 
• Do you wish to participate in centre marketing promotions, campaigns and advertising? 
  Yes 
  No 
• How often would you participate in marketing promotions, campaigns or advertising? 
  Never 
  Once  
  Two or more times 
  In all which is applicable to my store 
• Do you feel that centre management marketing should market your store? 
  Yes 
  No 
• If yes, in what way should centre marketing market your store? 
  Internally to other tenants 
  Court Space 
  In-centre Posters 
  Website 
  Social Media 
  Newsprint 
  Radio 
• Would you be willing to pay for this service? 
  No 
  Yes 
  Yes, Internal Advertising Only 
 
 
  Yes, External Advertising Only 
• Do you advertise/market your store? 
  Yes 
  No 
• Where do you advertise/market your store? 
  Window Displays 
  Newsletters 
  Catalogues 
  Newsprint 
  Radio 
  Social Media 
  Website 
  E-mail 
  SMS 
  Other 
• How frequently do you advertise/market your store? 
  Daily 
  Weekly 
  Monthly 
  Quarterly 
  Yearly 
  Campaign specific only 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ADDENDUM B: SAMPLE QUESTIONNAIRE B 
Telephonic Interview Questionnaire 
Part 1– Biographical Data  (Please Print) 
Store Name:......................................................... 
Age:......................................................................  Gender:  Male/ Female  
Religion:   Christian Muslim  Hindu  Jewish  Other 
Position in Company:................................................................................................................... 
Years employed with company:................................................................................................... 
Years working within the industry:............................................................................................... 
Part Two - Expectations 
 
• Do you know what the role of marketing within shopping centres is? 
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• Please describe in your opinion what the role of marketing in shopping centres is? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• Do you feel it is necessary for the centre to run marketing campaign, promotions or 
advertising? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• Do you feel these campaigns have an impact on your store and to what degree? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• How do you feel centre marketing should be assisting your store? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• Would you be willing to pay for additional marketing assistance? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• Are you satisfied with the level of communication being received from the landlord? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
• How would you wish the landlord to improve the level of communication to your store? 
--------------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------------
-------------------------------------------------------------------------------------------------------------------------- 
 
 
 
ADDENDUM C: LETTER OF INTRODUCTION 
 
 (Address of each centre was inserted) 
Date XXXX   
 
Ref: H/12/ART/JMS-004 
 
Contact person:  (Centre Manager of each centre was inserted) 
 
Dear Tenant 
 
You are being asked to participate in a research study.  We will provide you with the 
necessary information to assist you to understand the study and explain what would be 
expected of you (participant). These guidelines would include the risks, benefits, and your 
rights as a study subject.  Please feel free to ask the researcher to clarify anything that is not 
clear to you.   
 
The study has been approved by (organisation name inserted), in order to investigate 
communication platforms between landlord and tenant so as to improve internal 
communications between the parties.  
 
To participate, it will be required of you to provide a written consent that will include your 
signature, date and initials to verify that you understand and agree to the conditions. 
 
You have the right to query concerns regarding the study at any time. Immediately report any 
new problems during the study, to the researcher.  Telephone numbers of the researcher are 
provided.  Please feel free to call these numbers.    
 
Furthermore, it is important that you are aware of the fact that the ethical integrity of the study 
has been approved by the Research Ethics Committee (Human) of the university. The REC-H 
consists of a group of independent experts that has the responsibility to ensure that the rights 
and welfare of participants in research are protected and that studies are conducted in an 
ethical manner.  Studies cannot be conducted without REC-H’s approval.  Queries with 
regard to your rights as a research subject can be directed to the Research Ethics Committee 
(Human), Department of Research Capacity Development, PO Box 77000, Nelson Mandela 
Metropolitan University, Port Elizabeth, 6031. 
 
 
 
If no one could assist you, you may write to: The Chairperson of the Research, Technology 
and Innovation Committee, PO Box 77000, Nelson Mandela Metropolitan University, Port 
Elizabeth, 6031. 
 
Participation in research is completely voluntary.  You are not obliged to take part in any 
research. 
 
If you fail to follow instructions, or for administrative reasons, your participation may be 
discontinued.  The study may be terminated at any time by the researcher, the sponsor or the 
Research Ethics Committee (Human).  
 
Although your identity will at all times remain confidential, the results of the research 
study may be presented at scientific conferences or in specialist publications after a period of 
three years.  
 
This informed consent statement has been prepared in compliance with current statutory 
guidelines. 
 
Yours sincerely 
 
 
 
 
Jiminy-Ann Bosman 
RESEARCHER 
 
(Researcher Contact Details Inserted) 
 
 
 
 
